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Özet 

Günümüzde geleneksel pazarlamanın temel prensipleri bir çok iş dalında etkin 

olarak uygulanıyor ve geçerliliğini koruyor. Teknolojinin hızlı gelişmesi ve gelişimine 

devam etmesi dijital pazarlamanın önemini oldukça arttırmakta ve sosyal medya 

araçlarının hayatımızda daha çok yer almasını sağlamaktadır. Teknolojik akıllı 

cihazların kullanımının artmasıyla geleneksel pazarlamanın yerini dijital pazarlamanın 

doldurmaya, şirketlerin de dijital pazarlama kanallarını aktif olarak kullanmaya 

başladıkları görülmektedir. Çok hızlı gelişen teknoloji, mobil cihazların 

kullanımındaki artışlar insanların yaşam tarzlarını değiştirdiği gibi satın alma 

alışkanlıklarını da günden güne değiştirmektedir. Bu sebepten dolayı firmalar 

ürünlerinin pazarlanmasında dijital pazarlamaya da bütçe ayırmaya başlamışlardır. 

Günümüz teknolojisinin firmalar tarafından hedef kitleye ulaşmada en aktif 

kanallardan biri olarak kullanılması işlerini kolaylaştırıp maliyetlerini de 

düşürmektedir. Bu çalışmada dijital pazarlamanın Türkiye akaryakıt sektöründe hangi 

yöntemlerle kullanıldığı, müşterilere ve firmalara ne gibi faydalar sağladığı 

incelenmektedir. 

Anahtar Kelimeler: Türkiye Akaryakıt Sektörü, Dijital Pazarlama, Teknoloji 
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Abstract 

 The basic principles of traditional marketing effectively applied in many 

business fields and maintain their validaty. Rapid technology development ensures that 

social media tools take more place in our lives. Increasing usage of technological smart 

devices, it looks like digital marketing fills the place of traditional marketing and 

companies start to digital marketing channels actively. Rapidly developing technology 

increases usage of mobile devices, it changes people’s lifestyles and buying habits day 

to day. Due to this reason, companies have started allocate a budget to digital 

marketing for marketing their products. Today’s technology is one of the most active 

channel using by companies to reach the target market and reduce their costs. In this 

study, the methods used in digital marketing on Turkey oil sector benefits to customers 

and companies are analyzed. 

Keywords: Turkey Oil Sector, Digital Marketing, Technology 
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1. Introduction 

As a result of the rapid development of technology, traditional marketing 

communication methods have begun to be inadequate in terms of competition. 

However, with the developing technology, people spend more time in virtual 

environments, has caused businesses to start marketing activities in media in virtual 

environments. For customers, traditional means of communication have become 

unsufficient, communication with the web environment and mobile channels have 

started to be used effectively. For this reason, companies try to determine customer 

decisions by focusing on dijital media marketing in order to provide competitive 

advantage against to other businesses and accordingly develop marketing strategies. 

The oil sector has also started to use digital marketing actively to acquire loyal 

customers and market non-fuel products. Many oil distribution companies develop 

their own applications and market their products directly from these channels. Oil 

companies use loyalty schemes to link their customers with discount fuel offers in 

order to keep customers in their possession. Marketers are now heading for the 

community in oil sector. With digital media, they can measure the activities which 

they perform, if necessary they change and improve their marketing channels. 

Generally, promotional bank campaigns made by oil companies are marketed in 

various circles. Primary, target market is drivers, so they market their campaigns from 

radio channels, news websites and via sms. 

Digital marketing opportunities annihilate the lack of time and space 

limitations has reorganized the way business is done and increased the pressures of 

customers in the work environment. Using digital media, customers can follow all 

kinds of activities related to product and purchasing process, they can intervene more 

easily and affect other customers through social media. They can write any fuel 

complaint or high prices instantly from digital media. On the other hand, producers 

have become able to perform all kinds of marketing, sales, feedback activities related 

to their product and service offerings through digital media more quickly and 

effectively.  
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This research aims to shed light on how digital marketing has affected the 

marketing campaigns of oil companies over the last few years. Also aims to ask how 

digital marketing has changed the marketing activities on Turkey Oil Sector. In so 

doing, the companies in the oil sector in Turkey aims to focus on how they are using 

this marketing channels. Central to my choice of Turkey Oil Sector; they have started 

to use digital marketing effectively to increase their visibility on the other media 

channels.  

Digital media has become a popular advertising and marketing tool for 

companies as it has become widely used by millions of people. Given how popular it 

is now, it is unimaginable that companies will ignore such a powerful tool. Digital 

media gives customers a chance to raise their voice and respond quickly to 

corporations. Customers easily like, share, publish and comment on products. All these 

activities give companies an idea of whether digital marketing campaigns are 

successful. Companies add social media to their business strategies, including market 

research and customer service. 

Digital marketing has also had a great impact on the media work of our life. 

Customer interests are measurable, researchers have also made it possible to more 

transparently and reliably observe the interaction between customers and companies. 

For example, information about how many times a marketing campaign is being 

searched, liked, shared on Google or on another social network is open to everyone.  

There are some companies specialize in digital marketing analysis that 

calculate the follow-up rates of companies with their followers. Besides this research, 

led by the thought that digital media has changed the relationship between customers 

and companies and that researchers can follow these changes, aims to measure how 

digital marketing changes marketing activities and how companies respond to digital 

media.  

Considering the innovation of the oil sector and the importance of digital 

marketing in changing the relationship between customers and companies, this 

research aims to uncover on an important and yet unresolved issue. This study can be 
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considered as a descriptive study for the use of digital marketing in the petroleum 

sector in Turkey. 
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2. Digital Marketing On Turkey Oil Sector 

2.1. Definition of Digital Marketing 

Digital marketing is a productive marketing method that uses digital channels. 

The leading ones of these channels are; internet, social media and mobile platforms. 

The basic principles of marketing are still being implemented and maintaining their 

validity. Today, digital marketing is far beyond just a new marketing trend with its 

unique approach to customer behavior. 

In terms of assessing the results of the implementations and work carried out, 

enabling the measurement of activities depending on the possibilities of digitalization, 

thereby introducing an effective management process, digital marketing that allows 

improvements and necessary interventions, because of the internet, mobile platforms 

and social media channels enable interaction with the target audience (Bulunmaz, 

2016).  

Digital marketing basically consists of 4 steps. These; 

• Acquire 

• Convert 

• Measure&Optimize 

• Retain&Grow 

Briefly explain these concepts (Çözen, 2011); 

Acquire. It is an activity aimed at attracting attention to the customer's interest. 

Search Engine Optimization (SEO), Search Engine Ads (PPC), E-mail marketing, 

Social Media Marketing, Affiliate Marketing, Interactive Comparison, Advertising 

Partnership, Viral Marketing, Generate/Share Content, Online PR are the the most 

commonly used methods to acquire customers. 

Convert. There are several competition in this arena. To convert the potential 

customer to a customer is important. With these attractions  once the customer enters 

the desired location, conversion helps the seller achieve their goals activities. Target 
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is not always sales. For a journalists’s website, how many news read, such as the total 

time spent in the website, are examples to be given in this title. For example, Shell is 

trying to attract customers to fuel sites by advertising users using Yandex during the 

journey. 

Graph1 

Shell’s advertising in Yandex 

 

 

 

 

 

Source: Yandex app for IOS 

Measure&Optimize. Measurement is the task of determining the realization 

process. Understanding what is wrong and what is done right, it is an important step 

in terms of comparing the own company with the competitors. If success can not 

measured, it is not known whether it is successful or not. Optimization aso provides 

the optimal solutions to the company. 

Retain&Grow. This means to satisfy the customer and working for them to be 

permanent customers. Providing good customer services, e-mail marketing, loyalty 

programs, application of dynamic pricing strategies, personalization, community 

building and reference programs are the main techniques to use. 

It is not enough that businesses only exist on the Internet so they can capture 

success. Because web sites play an important role in customer behavior during 

decision-making. For this reason, web sites need to attract visitors and transform them 

into a customer (Auger, 2005). 
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The information that customers have is influential in seeking compatible 

information, purchasing intentions and decision making processes  (Sharifpour, 2014). 

E-mail, blogs, podcasts and forums are effective internet marketing strategies. 

Blogs and forums can help organizations interact with their customers. E-mail 

marketing provides marketing services to a large customer mass as an effective tool. 

Competitions organized on web sites is one of the most effective ways of web 

marketing. Online press releases and articles about new products and services are 

opportunities for businesses to promote themselves to their target customers 

(Özdipçiner, 2010).  

In recent years, regarding communication via internet is the most up-to-date 

development is mobile communications. With this technology, users are able to access 

the internet independent of the location without using any additional device via 

smartphones and other mobile devices. 

2.2. Digital Marketing & Turkey Oil Sector 

In the oil sector retail sites deliver oil products to vehicle owners who are 

ultimate customers. Fuel products are liquefied petroleum gas, petrol types, motor 

types, jet fuel and fuel oil types used for fuel obtained by processing crude oil. The 

vast majority of these sites, along with the property of the franchisees, distribution 

companies acquire easement rights such as usufruct rights on these real estates and 

make long term (15-20 years) single purchase agreements with the dealers (Kara, 

2008). 

The oil sector is subject to the energy market regulator no. 4628. It is therefore 

not possible to differentiate products and realize prices above the ceiling price. This is 

the biggest constraint making a difference in competition. Therefore, it is necessary 

for the fuel sites in the customer preference point to design the customer not only as a 

place to meet the need for gasoline but also as an enterprise to meet daily needs (Ünal 

et al., 2013).  

The person who purchases a certain brand in a continuous and regular manner 

is defined as the customer of that brand or the brand owner (Laudon ve Bitta, 1993).  
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In Turkey fuel sites customers become loyal brand customer. Distribution 

companies are trying to keep hold their customers with new product advertising from 

digital media. Customers get points with buying fuel and distribution companies give 

them gift cards to keep their points.  

It is a marketing technique because the recipient of the gift card is exchanging 

money and buying goods (Değer, 2009).  

With developing of legal regulations in Turkey oil sector has a direct impact 

on developments in the oil sector. Until the legislative process in 1954, government 

defined itself as principle of its own exploration and exploration of oil resources within 

the borders of the country. To this end, with the "Petroleum Law" numbered 792, 

which entered into force on 24 March 1926 exploration and exploitation of all oil 

resources right amended by law and given to Government of the Republic of Turkey.  

The "Mineral Research and Exploration Institute (MTA)" was established with 

the Law No. 2804, which effectuated on 22 June 1935, and the oil exploration activities 

on behalf of the public were carried out by the MTA. 

Based on the "National Protection Law" on 14 February 1941, in line with 

country’s needs, to purchase all kinds of petroleum products and products needed, sell 

and stock, "Petrol Ofisi", which has a public legal entity under the Ministry of Trade, 

has been established with aim of establishing and operating refineries in accordance 

with available possibilities.  

Establishing with Petrol Ofisi, the MTA which has previously engaged in all 

oil-related activities, is only responsible for petroleum exploration activities, importing 

petroleum and its products, distribution and stock, refining and sales tasks were 

undertaken by Petrol Ofisi.  

In 1954, the "Petroleum Law" numbered 6326 entered into force and  

792 "Petroleum Law" has been abolished from the enforcement. After that, 6327 

“Turkey Petroleum Corporation Law” was enacted. Petroleum activities, was removed 

from an activity that was held only by the state monopoly and carried out by the state 

with a share of its own budget, opened to public and private sector entrepreneurs and 
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brought to a "commercial" status. Within this scope TPAO was established in the status 

of anonymous partnership (emra.gov.tr). 

In 1973, with a legal regulation in numbered 6326 “Petroleum Law” 

revolutionised. Oil exploration, some principles and methods of production activities 

and major changes were made in the taxation system. "The duration of business license 

has been reduced from 20 years to 40 years, and the period for the certificate has been 

set (30 years, extending 10 years with BKK)" (emra.gov.tr). 

In 1989, legal arrangements were made expressed as “liberation” to liberalize 

the prices in the oil market. However, liberality in prices have not been completely 

implemented until today. With the arragement made oil exporters, refinery and 

distirbution companies with oil dealers, have become free to determine the price levels 

of crude oil and petroleum products. With this amendment of the law number of 

distrubition companies started to increase in the oil sector. Until this arragement made 

distribution companies in the sector, established in 1923 Shell, 1941 Petrol Ofisi and 

1949 BP are the companies.  

Until arragement made in 1989, distrubition companies had increased in oil 

sector. After 1990, Total Oil, OPET, Akpet, Petline, Turkuaz Petrol, Termopet, TECO 

and MOil has been involved as oil distrubitor in the oil sector.  

In 1998, with the decision of the Council of Ministers No. 98/10745 desicion 

on “Buying and Selling Crude Oil and Petroleum Products, Pricing Principles”  

• Regulations on the formation of prices, 

• Measurements made in fuel deliveries, 

• Retail sales prohibition to non resellers, stock holding obligation and 

sanctions, fuels types can be offered to the market,  

• To the management, authority has been given to review information and 

documents (EMRA, 2014).  

In 2001, with the enactment of the Natural Gas Market Law No. 4646 Energy 

Market Regulatory Authority oil licences for fuel and oil sector, has become a 
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competent authority in terms of permission and supervision. With this arragement, 

distribution companies LPG sales has taken under control.  

In 2003, the "Petroleum Market Law" numbered 5015 entered into effect with 

the aim of facilitating and institutionalizing the liberalization and distribution activities 

and the activities requiring "certification" for businesses such as petroleum 

transportation, refining and storage in large quantities were excluded from the scope 

of Petroleum Law. Distribution, transportation, free use and similar activities were 

included in the scope of legal regulation for the first time.  

Increasing competition in the market, environmental investments, safety and 

storage facilities, high-tech investments on distribution networks and retail sites, 

increases domestic and foreign investments in the sector are seen as natural but 

important results of transition to the free market structure of the sector. 

The number of fuel distribution sites in the last ten years and the number of 

fuel sites in the top ten fuel distribution companies with the highest market share in 

2018 are given respectively in Table-1 and Table-2.  

Table A1 

2006 - 2015 Years Sites Number 

No Year Number of Sites 

1 2006 13775 

2 2007 11845 

3 2008 12317 

4 2009 12693 

5 2010 12887 

6 2011 12348 

7 2012 12460 

8 2013 12608 

9 2014 11893 

10 2015 12704 

        Source: EMRA Petroleum Market Sector Report, 2006-2015 
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Table A2: 2016 January – December  

The Top Ten Distributor Companies According to Market Share 

No Distributor Company ( 2013) Market Share 

1 Omv Petrol Ofisi A.Ş. 22,42 

2 Opet Petrolcülük A.Ş. 16,62 

3 Shell & Turcas Petrol A.Ş. 14,99 

4 BP Petrolleri A.Ş. 8,14 

5 Total Oil Türkiye A.Ş. 5,08 

6 TP Petrol Dağıtım A.Ş. 4,01 

7 Aytemiz Akaryakit Dağıtım A.Ş. 3,03 

8 Lukoil Eurasia Petrol A.Ş. 2,24 

9 Altınbaş Petrol ve Ticaret A.Ş. 2,15 

10 
Kadooğlu Petrolcülük Taşımacılık 
Ticaret Sanayi İthalat Ve İhracat A.Ş. 

1,66 

              Source: EMRA Petroleum Market Sector Report, 2016 

According to epdk.gov.tr there are 113 licensed oil distribution company in 

Turkey 2018. In Table-2, top 10 distributor licence holders companies fuel sales 

market shares are %80,34. 

As in all sectors where competition is intense to be able to differentiate from 

the competitors of the companies in the intense competitive environment where the 

fuel sites are owned and branding is required so that it can be placed in the customer's 

mind. Increasing sites numbers, price and product differentiation is very difficult, 

obstructing product differentiation activities of fuel sites. Under these conditions, retail 

sites are trying to create a different position from rival enterprises in the market, 

creating brand loyalty by creating reason for preference in customers. The loyalty that 

businesses can create in this sector is becoming a competitive advantage for them 

(Ünal et al., 2013). 

Oil companies are driving the majority of their marketing efforts to build brand 

image because of the importance of having a brand image in customer preference. 

Through the social responsibility projects that have been done, oil companies prefer to 

be sponsors of social events and trying to differentiate in customers mind and to be 
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permanent. Except oil companies selling fuel products, they are also giving weight to 

other activities to create value for customers (Ünal et al., 2013). 

In recent years, in the fuel sites shops are designing to respond more customers 

needs, doing more cleaning activities all part of sites are trying to make them as 

attractive as possible. For example, Shell Select shop consept have high standarts and 

serve all around the world including Turkey.  

2.3. General Features of Turkey Oil Sector 

Today, fuel oil is the most basic energy source of transportation sector, any 

alternative is still not in place because maintain its importance. Technological 

developments, improvements in the fuel performance of motor vehicles, studies 

aiming to make vehicles that can work with alternative fuels, especially to be 

widespread hybrid and biofuels it is aimed to reduce fuel dependency in transportation. 

Research and development activities are constantly contunining by some automotive 

companies. It is estimated that the share of transport sector in petroleum demand will 

be 60% in 2035. This data shows that fuel oil will remain important for transportation 

in the near future (EMRA,  2013). 

Approximately 4 million vehicles are serviced daily. Each day about 8 million 

people is visiting fuel sites. There are more than 100 distribution companies in the 

sector, 102 warehouses and there are approximately 13.000 active dealers. One of the 

leading sectors in Turkey’s economy, last 5 years avarage annual growth every year 

7%. Turkey is in the 6th place among European countries with total fuel sales almost 

35 million tons. Excluding indirect taxes total sales of the sector, actualized 65 billion 

TL in 2016. Including indirect taxes the size of sector has reached 140 billion TL. 

In 2016, total imports were about 15.4 million tons, exporting actualized about 

6 million tons. Accordingly, about 18 billion TL imports, 9 billion TL export were 

made. There are approximately 95.000 gas pump attendant, 45.000 carrier, other site 

staff and 10.000 white collar employee, totaly provides employment 150.000 people. 

International investors who have been interested in sector for long years realize about 
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50% of the sales in sector by year 2016. 280 million transactions performed in 2016 

and approximately 47 billion TL credit cards were used. 

It appears that the oil sector, including construction, manufacturing, energy, 

engineering, real estate, transportation / logistics and agriculture, directly affects more 

than 30 major sectors. 

Total white oil production is 76% (gasoline, diesel), the rest of black products 

(fuel oil, bitumen). Star rafinery’s activity in 2018 with total capacity of 10 million 

tons expected increasing 60% diesel, 33% LPG (EMRA, TÜPRAŞ, 2016) 

Graph2 

Turkey Rafinery Map 

 

(PWCTurkiye, 2017) 

Total number of licensed warehouses are 102 and the storage capacity is 7.2 

million m³ in Turkey. The Mediterrian and Marmara regions which feature with import 

operations has 77% of total storage capacity. Otherwise, there are 0.7 million m³ LPG 

storage capacity in the sector (EMRA, 2016). 
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                Graph3                                                        Graph4 

         Storage Capacity                         Regional Storage Capacity 

 

 

 

 

(PWCTurkiye, 2017) 

Total petroleum products sales has grown by avarage 7% each year, in the last 

5 years reaching 35 million tons. This increase was mainly with diesel 9% growth and 

aviation had 7% growth. Measures taken regarding selling of unregistered fuel oil and 

big infrastructure projects created a large demand has led to 14% growth in 2015. 

Growth in 2016 up to 6% with impact of increasing 9% in diesel (EMRA, 2016). 

Graph5 

Total Sales Amounts of Distributors by Product Type (m tons) 

 

 

 

 

 

 

     *Rafineries analysis excluded. 

(PWCTurkiye, 2017) 
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Graph6 

Percentage Sales Per Product – 2016 

 

 

 

 

 

 (PWCTurkiye, 2017) 

2.3.1. Oil Sector Served to Other Sectors  (PWCTurkiye, 2017) 

2.3.1.1  Logistics & Transportation Services 

• Land transporting and logistics services 

• Sea transporting and logistics services 

• Air transportation and logistics services 

• Railway transportation and logistics services 

2.3.1.2  Power Plants and Other Industrial Occupancy 

• Second fuel usage in energy sector 

• Other usage in real economy 

• Sales to big infrustructre projects 

2.3.1.3  Agriculture & Fishery Industry 

• Fuel oil provided to farmers and cooperatives (approximately 1,2 million 

tractor and 5 million workers) 

• Provided fuel to fishermen and other marine vehicles (approximately 15k 

boat and 322k workers) 
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2.3.1.4  Financial Services 

• Credit card usage (280 million process and spending totaly 47 billion) 

2.3.2. Usage areas of Digital Marketing on Turkey Oil Sector 

Brands are like a bridge between manufacturer and customers. For this reason, 

only function of the brand is not differentiate of the products from competitive brands. 

Brand is directly related to all marketing mix elements therefore constituting of focal 

point of marketing (Blythe, 2001). Brand is a factor that facilitates the customer's 

buying decision and is effective in meeting customer expectations (Keller, 2003).  

Customer learns the brand form many external environmental factors except 

for the brand experience. Mouth marketing, company website and advertising are the 

sources for customers to learn more about the brands (Cole, 2005, Crosby and Johnson 

2007). 

Brands view digital media as a platform where they can communicate more 

openly and simply with their customers. Many brands think that this is a necessity for 

sustaining and improving the competitive advantage. These campaigns supported by 

social media strategy and highly accessible advertising strategy are roadmap for brands 

(Kalder, 2016). 

In oil sector, there is intense competition between sites at global and national 

level (İşler, 2014). Despite intense competition in oil sector it is necessary oil 

companies need to understand customers behaviours, determine their needs, satisfy 

these needs and provide superiority to the opponents, to create a loyal customer base 

and retention these steps are very important for them (Ünal, 2013). 

Customers on decision phase to buy fuel, they decide according to various 

factors (Velde et al., 2009). For example, performance-focused customers are looking 

for quality and performance standards, customers who attach importance to simplicity 

care of proximity of fuel sites, environment conscious customers attach importance 

damage to environment and energy efficieny of the product (Velde et al., 2009).  
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Considering that research carried out in Turkey on the subject, İşler (2014) 

customer perceptions of fuel sites brands have been researched in Isparta. The research 

identified price, easy accessibility, product quality, product performance, fuel 

consumption reduction, vehicle performance enhancement, free services offered, 

advertising, promotional agreements with banks and site image/style dimensions.  

Ünal et al. (2013) conducted a research to determine the factors affecting brand 

loyalty in the fuel sector. Researchers have found that brand characteristics, customer-

brand characteristics and site position are effective in creating brand loyalty; and 

loyalty cards are not effective in creating loyalty.  

Nowadays, fuel sites have started to be designed to meet almost all people's 

needs. Modernization and renovation at retail sites have become a new trend. Oil sites 

have been far away from places that have only been paused for gasoline in the past 

few years. Now people can find products to meet all your needs at these points. Fuel 

sites are almost becoming a new marketing venues. The players of the industry, 

especially big companies are increasingly giving more weight to this area. Nearly 

every fuel site has a grocery store. Along with these markets, fuel companies are 

negotiating with food chains. They are also paying attention to keep ATMs at their 

sites (Capital, 2007).  

Applications such as markets, restaurants, and ATM kiosks are commonly 

known as common applications at all fuel sites. Otherwise, there are oil companies 

with florists, barbers, dry cleaners, "self-catering" restaurants, picnic areas, cinemas, 

football fields and even hotels. Retail Vision General Manager Şükrü Aslanyürek 

answered Capital's questions about the fuel site: ``There are a few reasons need for 

marketing services in fuel sites. The first one is fuel sites are open 24 hours a day. 

Secondly, people should be places where they go to regular intervals. As a third reason, 

we can show the customer mass. The customer mass of fuel sites are very broad and 

has different demands. The grocery stores at fuel sites provide to people with the same 

convenience as neighborhood grocery store. Therefore, for me, fuel sites will continue 

to be assets as a point of sale that is always strong and open to the front. Customers 

can do grocery shopping when they go to fuel sites to get fuel for their cars. Already 



DIGITAL MARKETING ON TURKEY OIL SECTOR 

 

17 

 

there is a rule that applies not only to grocery stores but also to all grocery stores. Most 

of the grocery shopping is done immediately. In Marketing we call them convenience 

goods, the closest commodities that people buy without special research need are the 

most consumed goods in such places. Because they are generally convenience goods 

and people take them when they see them without thinking. 

Marketing is a process which companies determine which goods or services 

will attract customers, and determine strategies for sales, communications and 

business administration developments (Kotler et al., 2008). 

With increasing usage rate of smartphones and tablets, which are called mobile 

platforms, this area which is used as a very important digital marketing channel, 

necessitates two points of view in terms of institutions: both the production contents 

must be compatible with mobile platforms and the necessity of field specific content 

production. In recent years, mobile phones have become increasingly a major part of 

social media. Connections making from mobile phones social sharing sites like 

Facebook, LinkedIn and Twitter have become even more important than video sharing 

sites like Youtube, Vimeo and information sites like Wikipedia (Safko, 2012). 

2.3.3. Differences between Traditional Marketing and Social Media Marketing 

In traditional marketing, content control is in the marketer or advertiser, while 

in social media, this control is on the customer. Content belongs to all customers. 

Customers will be able to express their thoughts, support or not support the products 

(Lincoln, 2009).  

Today, people is only interested in personal and meaningful advertising. 

Because personal massage passes from the processes of their mind more pleasantly, it 

does not prevent where it wants to go and not move away its environment (Kalafatoğlu, 

2010). 

Traditional marketing methods are not as effective as their old counterparts. 

Because customers have less confidence in traditional forms of media. Nowadays, 

knowledge can easily be accessed online and information can be easily found (Akar, 

2010). 



DIGITAL MARKETING ON TURKEY OIL SECTOR 

 

18 

 

Direct 
Marketing     
(Generating 
Sales Leads) 

Brand 
Marketing     
(Image and 

Fame) 

The features that distinguish social marketing from classical marketing are (Weinberg, 

2009): 

• Social media marketing facilitates natural discovery of new content. Unlike 

paid advertising, site allows you to reach hundreds of content 

spontaneously without any commercial intent. 

• Social media marketing increases the traffic of your websites. Search 

engines increase the amount of traffic from outside sources, mostly from 

sources created by social media sites. 

• Social media marketing establish strong relationships. If you leave a good 

impression on those who are regularly engaged, they will recommend you 

to friends who are looking for products or services.  

In graph 7, Awareness's comparison of social media marketing with traditional 

marketing has been shown. 

Graph7 

Comprasion Traditional Marketing and Social Media Marketing 

Social Media Marketing 

• Multiple 

• Participative 

• User generated content 

Traditional Marketing 

• Unidirectional 

• Domineering and intervening 

• Brand generated content 

 

Source: Awareness, 2008 
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It is for creating brand awareness, enhancing brand liking and images, building 

brand equity, inciting desire, and moving to customers to reaction (Tuten and 

Solomon, 2014). Kabani (2012) summarizes the difference in a single powerful: 

‘Social Media Marketing is a conversation, not a monologue.’ table below shows the 

main differences between Traditional Marketing and Social Media Marketing. It can 

be understood from the table that Kabani’s opinions generally focuses on 

communication methods on marketing.  

Table A3 

Differences between TM and SM Marketing  

Traditional Marketing (TM) Social Media Marketing (SMM) 

Dominate the market Create a community within the market 

Shout out loud Listen and then whisper 

Me, Me, Me Us, Us, Us 

Push the product or service Pull in people with your message/story 

Advertising Word of mouth 

Control Allow 

Pursue ‘leads’ Nurture relationships 

Source: Kabani, 2012 -The Zen of Social Media Marketing 

Companies’ make direct marketing activities on their web sites. Seckin (2011) 

suggests that companies should not do the same thing on social media. For instance, 

when someone purchases something on the Internet and shares comments or posts 

ideas about the goods, this is a marketing activity, which is done by people and not 

companies. Therefore, Seckin (2011) says companies should not offer to sell 

something on social media. In other words Seckin recommends companies not doing 

hard sell on social media. The other common mistake is intense posts or tweets as Lee 

(2014) mentions on blog.bufferapp.com which is a social media blog. Lee prefers the 

Ryan Battles way. Battles warns all curators and says: ‘I am looking to balance being 
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informative and annoying’. The balance between annoying and informative should not 

be forgotten. Today people are exposed to too many messages on social media. 

Therefore, most of the messages are being ignored unexpectedly. This is why the 

balance is important. 

Graph8 

Social Media Marketing and Traditional Marketing Ways  

       Social Media Marketing                    Traditional Marketing  

 

Source: Social Media Quickstarter, 2011 

The figure above summarizes the traditional and social media marketing in 

another way. ‘Traditional Marketing and Social Media Marketing differ in the way 

that customers are retained. Traditional Marketing firstly focus on finding and 

converting customers also hoping that customers would stay as long term clients 

through providing great customer service. Social Media Marketing makes possible to 

reach and connect with existing customers as well as prospective customers through 

different Social Media platform’ (Social Media Quickstarter, 2011). 

2.4. Digital Marketing Tools 

There is an optimizing process on technological marketing almost day by day 

different applications and methods emerged, existing applications are renewed. The 

emergence of the Internet has become the biggest weapon in the market, especially 

with the developments in mobile technologies and more accessible in recent years. 

With changing lifestyles, more pervasive daily life, and increased consumption rates, 

many people today are much more integrated with technology. The world is living 
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"technology age". Online shopping sites are new platforms where companies try to 

reach customers. With the rapid development of social media and the increasing usage 

of blogs, marketers have begun to increase their social media budgets, many 

organizations have begun to advertise on through real custormers. Social networks 

such as Facebook and Twitter have also been actively used for marketing and provide 

a fast and widespread reach to the target audience. Technology is a fast marketing type 

that can increase the power of all kinds of marketing, enlarge the effect size, open to 

innovations and offer instant access to masses (Öçer, 2000). 

2.4.1. Augmented Reality 

Augmented Reality is the process of combining real-world images with 

computer-generated artifacts or information. It has also been described as an widen of 

the user's environment to artificial content (Broll et al., 2008) Augmented Reality has 

been shown to enhance human perception and make complex 3D scenarios easier to 

understand. Augmented Reality provides an important marketing opportunity for 

brands and institutions. With this technology, it is possible to draw many real-time, 

interactive creative and different commercial films. Especially, the brands that make 

use of Augmented Reality technology and bring new and creative effects to the world 

with a great speed, will be able to make a more lasting effect in today's technology 

world. With the widespread use of this technology, the impact on customers will be 

reduced. It has brought great success in advertising and marketing in the world, but 

examples in Turkey are not yet mature (Ribo et al., 2002).  

2.4.2. Discount Coupon – Opportunity Web Sites 

Coupon sites are web sites that periodically publish discount campaigns that 

companies organize for product groups by means of specific codes and provide special 

discount opportunities by making purchases with these codes. Many companies work 

together to develop special codes for the coupon site, which allows instant discounts 

on purchases. It is an opportunity to sell the original and branded products by the seller, 

make it easy for the customer to buy at very advantageous prices and offer special 

discounts to the cities.  
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2.4.3. Social Network Marketing 

Social Media can be defined as all of the web-based services that allow 

individuals to create public (semi-transparent) profiles within a bounded system, to 

explicitly list other users that they are connected to, and to see and navigate the listed 

links of these other users in the system. Social Media Marketing is a profitable business 

structure used by many companies and growing. This business structure has many 

improvements compared to other structers, and most importantly, it is profitable for 

those who use it. In this case, the ads do not appear as an expense because it makes the 

ad wander. These advertisers benefit from this and Social Media Marketing allows 

them to set up their own business. This structure provides easy sales and high profits. 

The Social Network is a structure in which people are connected to each other through 

various relationships. The topic of such links can often be about friendship, but also 

about finance and commerce. In other words, the presentation of the product or service 

displayed on a web site to people is done with social networks. Social network 

marketing has a commercial importance. These are the transactions that will give a 

return from site. With the growing structure of Social Media Marketing, people spends 

time here, trying to get their wishes out here, wanting to get everything from here, and 

as a result of this desire, the infrastructure of these structures is also growing (Peattiea 

et al., 2009). 

2.4.4. Search Engine Optimisation (SEO) – Search Engine Marketing (SEM) 

It is the whole set of work that will enable search engines to rank high in 

organic search results in keyword and word indexes that are high in search volume and 

are used to reach a targeted audience with search engine optimization (SEO) (Ledford, 

2008).  

Marketing activities using search engines are called "search engines 

marketing" (SEM). Search engines marketing is said to be a paid method that uses 

search engines paid advertising networks, search engines take part in ad results, and 

reach the target audience. Generally through clicks and impressions, these methods are 

the shortest way to reach the target group. The most important points to be taken into 

consideration in terms of SEM applications, desired keywords to use are the tiniest 
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details that need to be taken into account in terms of focus and keyword costs. SEM 

applications are not limited to search results alone but they also allow for the display 

of ad variations within sites related to the market depending on the selections  (Nabout 

et al., 2012). 

SEO is a never-ending marketing work that needs to continue. A disciplined 

and consistent SEO strategy is essential to get maximum efficiency and traffic from 

search engines. 

2.4.5. Viral Marketing  

In virtual markets, traditional sales techniques show a rapid increase based on 

interactive relationships on the Internet. The interactive concept is not a new concept 

in terms of what it possesses. The effects of the Internet's technological advancement 

are not limited to being effective and widespread throughout the world. This new tool 

and possibilities have also changed the relationship between the source and the 

recipient in the communication process. Customers identified as recipients of this 

change have become active in the communication process and the communication 

process has become a reciprocal and recyclable structure (Deighton, 1995). For this 

reason, old experiences, purchases, and product-related sayings of salespeople have 

become more important. This is not something new since many companies have started 

benefiting from positive communication from their word of mouth marketing. 

However, the initiative to initiate a mouth-to-mouth communication on the Internet 

has entered into the marketing literature as the concept of "viral marketing". It is 

possible to see viral marketing as an equivalent use of terms such as buzz marketing 

and infectious marketing. Viral marketing is used in the execution of company 

activities using customer communication networks for product promotion and 

distribution. Viral marketing has come about through the circulation of messages on 

the Internet. E-commerce, groups, communities and messaging; are the means that 

firms use to improve their promotional activities (Helm, 2000).  

Viral marketing defines a strategy that encourages people to transfer a 

marketing message to other people on the Internet and thus points to a significant 

potential for the spread of the message. Viral marketing is one of the most effective 
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and cost-effective ways of creating a buzz or rumor about the goods and services 

offered by businesses and is a strategy to encourage the sending of a marketing 

message to others by spreading effective and encouraging messages on the Internet. 

Viral marketing, which is basically carried out over the Internet, can also be described 

as the technological dimension of word of mouth marketing (Argan et al., 2006)  

2.4.6. E-mail Marketing 

One of the methods used to reach users and ensure they come back to a site is 

e-mail marketing. Users who are reached with email marketing permission are directed 

to the site to identify, adopt and purchase products or services. Achiving this is not 

easy at all if everyone is thought to have received dozens of similar emails every day. 

Attracting visitors to a website and to turn them to the customers, stylish designs and 

e-mails equipped with smooth contents compete with both spam filters and limited 

time of buyers. Monitoring responses to e-mail submissions in order to understand the 

success of the customer is very important. Planned campaigns are one of the best ways 

to keep customers connected by sending content automatically and on time. 

Automatically sending triggered emails means that brand keeps getting in touch with 

customers and encouraging them to move. The best way to determine what to need to 

send is through identify triggers. As the content is relevant to the recipient's interests, 

sending the right message to the right person has become one of the cornerstones of 

every successful email marketing strategy. Understanding needs of the current or 

potential client and to provide them with the most relevant content possible is very 

important.  

2.4.7. Mobile Marketing 

Mobile marketing is a wireless interactive marketing tool that is used in the 

process of promoting goods, services and ideas through mobile phones to benefit all 

interest-related business groups. Because mobile phones are an important means of 

promoting mobile marketing, enable sales, advertising, sales promotion, public 

relations and direct marketing activities to be performed more efficiently. For example, 

campaign information coming to the mobile phone of a target customer as it passes in 

front of a store, workplace or restaurant may cause customers who take that message 
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to switch to purchase action. In short, it is possible to define mobile marketing as 

promotion, advertising and sales activities through mobile phones. 

In mobile marketing, two strategies of retention can be mentioned: push and 

pull. The push strategy can be defined as the access of people to mobile phones via 

databases of companies. The pull strategy is more like "send password, join raffle". In 

this method, the user is presented via mobile phones to the campaign advertised with 

the classic advertising tools (for example, sending a password from the product 

package via SMS). Since the campaigns that are organized in this way are directly 

related to sales, they are frequently preferred by many companies (Karaca et al., 2010). 
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3. Turkey Oil Sector’s Digital Marketing Conditions 

3.1 Oil Companies Using Digital Marketing 

Marketing is about half a century old and is a short description: Marketing is 

the fulfillment of business activities that manage the flow of goods and services from 

the producer to customer or user (Groucutt, 2005). Sales is an action that can be done 

if there is a product. Marketing is also possible without a product. With this in mind, 

marketing can be considered as a long term investment effort, not being a short term 

idea. In this regard, Drucker states: "The aim of marketing is to make sales 

unnecessary". 

2005 was an important year in Turkey fuel sector. Because the law on 

petroleum market numbered 5015, which is a milestone in free market system based 

on the full-rate system by introducing new regulations in the oil sector, was put into 

effect with the official gazette dated December 20, 2003. The task of regulating the 

Turkish fuel sector with this law was assigned to the Energy Market Regulatory 

Authority (EMRA). Two pioneer oil companies that use digital marketing in Turkey 

oil sector listed respectively below with examples;  

Shell. Digitalization A trend that is closely followed by Shell & Turcas. Shell, sends 

personalized offers to ClubSmart card users via email and Motorist mobile application, 

organizes 'Customer's Voice' survey with both website and application, collecting and 

reviewing feedback. The number of people who recently launched mobile apps with 

new features has already exceeded 500k thousand. Accomplishing with cooperation of 

Turkcell fuel mobile payment system provides customers make payment with their 

mobile phones without getting out of their cars. Shell's digitalizing world also includes 

different services that make life easier for customers. Users who choose "Order your 

car" from the Shell Mobile Application from their smartphones at selected from Shell 

Select market can order more than 20 product categories in 4 categories, to sandwiches 

to sweet and salty snacks, hot and cold drinks. The order can placed in seconds is 

prepared within an and a half of minute, and is handed over to the customers by shop 

employees (Marketing Turkiye, 2017).  
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Opet. Fuel retailer OPET, which makes difference with the customer satisfaction 

created by the digital systems, has had a hard time with the Smart Filling System which 

prevents miss fuel filling and the economic loss after the vehicle, as well as the digital 

applications which removed the rapidly adopted mobile application and the difficulty 

of carrying physical card. OPET customers and tool receiving the correct fuel for all 

sites in Turkey by registering electronically pump system guaranteeing Smart 

Charging System IDC CIO Summit in 2017, the Best IT Governance Project category 

of the Year 'Digital Customer Systems' field awarded the 3rd place prize. In Turkey 

Mixx Awards Awards ' Use your car while you are on your way' won the Golden Mixx 

work with mobile banner (Digital Ages, 2017). 

3.2 Future of Digital Marketing 

Fuel sites, for urban people in Turkey, assuming function that addresses needs 

of customers outside the car with fuel. The biggest reason for this is undoubtedly the 

desire to increase customer attractiveness and profitability due to competition between 

fuel sites. But multitude of industries, from fast food to retail, these sitess are becoming 

a ``marketing point'' for both oil companies. Shops, restaurants and banks ATMs are 

located at fuel sites an important marketing opportunity for many oil companies. 

Almost eight thousand fuel sites close to become an important market for oil 

companies. This change which has started in the last few years, especially in the busy 

districts of cities is not a new trend for the world. But with increasing competition in 

Turkey, ``fuel sites” new-discovered. Fuel sites cooperate with retailers in 1950s, 

starting to realize the fact that these areas are compulsory in the US, marketers have 

begun to look for ways to make this demand more profitable. In the end, branded fuel 

sites with a wide range of activities, from the restoration to the grocery, from the 

maintenance center to the recreational areas, emerged (Capital, 2000).  

According to a survey conducted by Datamonitor, the future is belongs these 

types of fuel sites. Because, especially in western Europe, the retail fuel market is 

highly competitive and the fuel demand is also quite stagnant. Companies are 

operating in these market conditions are also choosing to increase their profits by 
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starting to offer non-fuel products and services by making their usage areas more 

productive.  

When looking at profit making, the strategically focused point shifts from fuel 

to groceries. According to Datamonitor, as fuel companies start to increase the number 

of non-fuel products they offer, this will cause radical changes in traditional sites. 

Thus, all fuel sites will be able to accommodate many functions.  

The great competition among the fuel companies will intensify with the 

establishment of groceries in usage areas of the sites. Thus, oil companies that losing 

customers to hypermarkets problems will be gone. Fresh food units, shopping malls, 

postal services and bank branches stand out among the investment areas to be located 

in fuel sites. Fuel sites that contain all these units are called "village hub". In 

Datamonitor's study, it is stated that all these developments will emerge with the 

companies giving more importance to the customers. There is still another point that 

is emphasized; to turn fuel sites into shopping centers developed by retailers from areas 

that are passing by. The marketing function in the site is developing in two directions. 

On the one hand, fuel oil companies are opening their fields to companies to attract 

customers. On the other hand, many companies use sites as a new area of marketing.  

Retail Vision founder Şükrü Aslanyürek states; in the future fuel sitess are 

likely to be continuous sales points. The availability of different marketing units in 

fuel sites is very common in developed countries and it should not be expected to 

change as long as gasoline is used in automobiles. Perhaps a relatively new concept, 

but developments in Turkey will be in the same direction. If fuel sites have a large 

area, they will be able to sell all kinds of products in the future. In the past, fuel sites 

did not have much importance, but now as activities increase, people starts to notice 

these activities too. Now oil companies trying to use every square meter at sites. 
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4. Digital Marketing Channels 

4.1  Display Marketing 

Display advertising (banner advertising) is a form of advertising that conveys 

a commercial message visually using text, logos, animations, videos, photographs, or 

other graphics. Display advertisers frequently target users with particular traits to 

increase the ads’ effect.  

Graph 9 

Display Marketing Campaign Diagram 

 

4.1.1  Reach 

Reach for online advertisements are defined by the number of people who can 

potentially view your advertisement online. Typically this will be represented by the 

number of visitors that visit the advertisement network you are planning to use. 
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4.1.2  Clickthru Rate 

Typically, a clickthrough rate refers to the likelihood of a user clicking on your 

online initiative. This is generally used as a benchmark by advertising agencies to 

gauge how well an advertisement or a campaign is received by the audience. 

4.1.3  Conversion 

The conversion rate basically tells you what percentage of the people clicking 

through an AD ended up completing an action or a goal that the advertiser desired. 

This could be anything from a purchase made online, a registration for a newsletter or 

even a request for more information. 

4.1.4  Return on Investment (ROI) 

When brands embark on display marketing, there is always a cost involved 

together with a goal to be achieved. Return on investment in layman’s tries to quantify 

how much value is obtained for every ringgit spent. 

In its simplest form, imagine an advertisement that will run for a month before 

Valentine’s that you are using to drive traffic from search engines to market flowers 

throughout Turkey. 

If the cost of the campaign was 10,000 TL and the sales generated by the 

campaign was 50,000 TL this means that for every 1 TL spent, the brand earned 5 TL 

back. 

4.2  Affiliate Marketing  

Affiliate marketing is an economic way comparing with other online 

advertising forms as it cuts the administrative costs of buying advertising. When the 

program is well managed, it enables advertising to a great extent of website which is 

not acquirable otherwise (Norouzi, 2017). 

The process of affiliate marketing is explained at first and then the parties 

engaged in the process and their role are discussed. A detailed analyses of the parties 
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are provided along with an introduction to advertising methods and the commission 

payment models. Risks of affiliate marketing and the performing affiliate programs 

are also introduced (Norouzi, 2017). 

The concept of affiliate marketing is designed based on reward in return for 

performance and here performance is a sale, registration for a web services, signing up 

for e-mail marketing, request for contact or any other measurable action. (Graph. 10) 

 

Graph10 

The Basic Process of Affiliate Marketing 
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5. Conclusion And Recommendations 

In Turkey actual fuel consumption, social, scientific, leads to various problems 

as environmental. These problems are in other sectors as well as the fuel sector is also 

encouraging to change. Today, this shift in production and consumption patterns has 

become a struggle for oil distribution companies, and at the same time has become an 

opportunity for competitive advantage. As a result, oil distribution companies, faced 

with intense competition, are making great efforts to understand the changing 

custormer profile to determine their needs and to satisfy these needs. It has become 

compulsory for customers to understand what factors they value when buying fuel in 

order to gain superiority to fuel sites and to create a loyal customer base. This study 

aimed to determine the importance of factors and factors affecting customers choice 

of fuel site and at the same time to determine the extent to which customers affected 

the preferences of the fuel sites of digital marketing.  

In the study conducted by Saini and Matinise (2013), it was determined that 

the position of the site was one of the most important factors affecting the purchase 

decision of fuel customers. In the research conducted by Wu and Batmunkh (2010), it 

has been determined that the brand is a famous brand, the brand is a reliable brand, 

and the brand's environment-friendly activities have a significant effect on the 

customer satisfaction of the fuel customers. In another research, Öz (2008) determined 

that the second most important factor affecting customer choice of fuel site brand is 

price factor. Gagne et al. (2004) found that special promotions, loyalty schemes and 

accurate pricing applied at fuel sites have a significant impact on the sales performance 

of fuel sites. In a study by Plummer (1996), which examines the factors that affect 

customers 'decisions to buy fuel sites, it has been clearly identified that price and site 

location are important factors influencing customers' purchasing decisions.  

In order to provide competitive advantages to oil distribution companies, firstly 

effective marketing campaigns and accurate pricing policies, diversification of 

payment possibilities offered to customers, good impressions for marketers in 

customers, effective policy monitoring in the selection of location and expansion of 

the service range will enable all these services to be effective in digital marketing 
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channels can be recommended. In addition, it is important to position site brand as a 

brand that can take responsibility for environmentally transparent and environmental 

issues so that fuel sites can be preferred by green customers.  

This study is particular value in recommending oil companies to be more active 

in the digital marketing in their sectors in terms of determining the factors that affect 

customers' preferences for fuel sites, environmental attitudes and behaviors of their 

choice to the fuel site. 

Digital marketing is a new market that can offer significant opportunities if oil 

distribution companies can understand it correctly. However, having very different 

rules to build these virtual communities, the organization of community needs to be 

searched and analyzed in every direction to manage or participate in these 

communities. Success of the strategies to be implemented by marketers can only be 

achieved by proper analysis of characteristics and behaviors of the individuals who 

make up the community. 
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